This study aims to determine the channels, margins, and the level of marketing effi ciency of rice in Sragen used monopoly index (MPI) and market integration. This study used primary data obtained from direct interview, and secondary data obtained from related institutions. The rice marketing channels were obtained by surveys and interviews with the snowball sampling methods. The data were analyzed using marketing channels ranging from rice mills to consumers. The results show that there are four marketing channels of rice with the most on channels 3 about 53.3%. The fi rst channel is the shortest channel with the lowest marketing margin, but it is inapporopiate to conclude that the fi rst channel is the most effi cient channel. The highest marketing margin of rice marketing channels is at the medium/large rice mills, while the lowest is at the wholesalers. The MPI value of collecting traders is 2.00; 2.32 for medium/large rice mills; wholesalers is 1.47; and 1.75 for retailers. The comparison of MPI in each marketing institution shows that medium/large rice mill dominate rice marketing in Sragen. The correlation analysis of 0.952 means a "very strong" correlation between price at rice mills level and price at consumers level. Based on the marketing effi ciency analysis using MPI and market integration, it shows that marketing of rice in Sragen has been integrated and effi cient. The research recommends further analysis of rice marketing in other areas for rice marketing for rice mills or rice traders in Sragen. 
Marketing is one of the most essential subsystems to assure the success of farming.
Marketing classifi ed as good when it is effi cient. However, rice marketing tends to be less effi cient because it usually has a long marketing chain which affects product quality and the rate and prices of marketing margin, both of a farm level and consumer level. The shorter the marketing channel, the greater the profi ts as compared to the long marketing channels. It is due to more marketing agencies involved, this causing great price discrepancy between the price paid by consumers and received by farmers (Erzal et al., 2015) .
The amount of marketing margin is often used as the operational effi ciency indicator of marketing channels. The margin is infl uenced by marketing costs.
High margins consider several things such as the use of new technologies that increase production costs, production
INTRODUCTION
National rice production is supported by the rice crop centers (granaries) production such as West Java, Central Java, East Java, North Sumatra, and South Sulawesi. These fi ve provinces contribute for a major part in the national rice. The rice productivity in these fi ve provinces is almost equal to the national productivity (Kusnadi et al., 2011) . Central Java is the third largest rice producer province after East and West Java specialization that leads to increased transportation costs, the usefulness of time in agricultural products that increase storage and processing costs, consumer's tendency towards products, and wage increases (Ika Novita Sari, 2012) . The efforts to increase production should be followed by an effective and efficient marketing system to motivate farmers as producers.
In addition to aspects of production, marketing is an important component in creating community accessibility to rice (Saragih and Tinnaprila, 2015) . Rice production improvement program will not work effectively if the marketing system is ineffi cient. Marketing should be oriented to customer satisfaction and provide benefi ts to farmers, traders, processors and marketing institutions involved. In terms of decision making, farmers must have suffi cient market information. They should also gain knowledge on the advantages and disadvantages of different channels and marketing strategies (Sultana, 2012) . It is a priority in the rice marketing strategy in Sragen Regency (Lutfi , 2017) . Thus, it is necessary to calculate the margin between rice milling to fi nal consumer to determine the rice marketing efficiency in Sragen Source: Primary Analysis, 2018 good quality is sent to the consumer area with higher purchasing power and taste, in exchanged with rice of lower quality and rice (Mardianto et al., 2005) .
The first channel is the shortest channel with the lowest marketing margin, but it is inapporopiate to conclude that the fi rst channel is the most effi cient channel.
It is essential to calculate the costs and benefi ts of each marketing agency activity involved in rice marketing to know the structure of marketing margin based on the marketing cost component of each marketing actor. It is in line with Sinaga et al., (2014) stating that marketing effi ciency should take into account existing marketing functions, costs, and product attributes.
Marketing Effi ciency

The monopoly index (MPI)
Marketing margin analysis used to determine the distribution of marketing (Jumiati et al., 2013) . 
CONCLUSION AND SUGGESTION
Based on the four rice marketing channels in Sragen Regency, the majority is needed to achieve efficiency in rice marketing.
